In a setting of increased movement, communication, and flows across space, commodity-chain networks bring valued cultural commodities to transnational communities. My article examines the networks bringing foreign cuisine ingredients to Peruvian transnational communities in San Francisco, California. It contributes to our understanding of transnational space by mapping the networks that move food items between Peru and San Francisco and analyzing the control of those networks. Through interviews with chefs, migrants, and company representatives as well as analysis of U.S. import data, this article serves as an example of how local-and global-scale activities influence and produce one another, how the recent increase of global networks resides within a set of uneven power relationships, and how these networks are highly limited by physical geography and social factors such as wealth and position. The research offers commentary on the role of food as a cultural marker for Peruvian migrants and on the relations of power within the commodity network. This research unites economy and culture at the local and global scales while showing how "things" are imbued with cultural meaning during the processes of production to consumption on a transnational network.
Introduction
In a setting of increased interaction across national borders and complex global networks comprised of a broad variety of participators, routes, and movement types, geographers seek to better understand transnational space, the space in which all of these networks reside. This space is not necessarily a tangible space as is a room or a field; rather, it refers to a mash of spaces and networks that unite specific people, commodities, culture, and capital across physical and national borders. These spaces and networks include shipping routes, virtual communication, and the people in various locations who are consistently interacting with people from other locations.
One of the most obvious participators in transnational space is migrant communities that maintain connections to home countries. Peruvian migrants settling in San Francisco are one such community, and one of the ways they have chosen to maintain their association with their home country is through food. As an act of tradition and self-identity, Peruvians in San Francisco consistently purchase and eat traditional Peruvian menu and food items. Many of these food items are imported from Peru into California. By researching Peruvian eating habits in San Francisco and tracing the global networks that bring certain food items from Peru, I contribute to the understanding of transnational space as a space that (1) displays a set of power relationships, (2) is constrained by physical geography and social constructs of wealth and power, and (3) is a cross-section of scale, with local activities and representations simultaneously influencing and being influenced by global activities and networks.
Transnational Space and Cultural Commodities
Since the 1980s, geographers have given special attention to examining globalization and its multifaceted consequences on various societies and economies. I draw on this broad base of globalization literature, particularly the research that has been done on transnational space and commodity culture. In the broadest sense, transnationalism refers to "multiple ties and interactions linking people or institutions across the borders of nation-states" (Vertovec 1999) . These connections have a long history, but the past three decades have seen a dramatic increase in transnational living, primarily because of technological advances in communication and transportation that allow connections across the globe (Harvey 1992 , Portes 2003 , Li and Teixeira 2007 , Airriess and Miyares 2007 . Some of the major differences between past and contemporary transnational links are the circular quality of the flows that replace one-way flows, and the increasing diversity of migrant groups (Li and Teixeira 2007) . Transnationalism in the modern era involves connections between host and home countries and other places through remittances, gifts, gossip, political support, bribes, and medicines (Bailey et al. 2002) .
Historically, the concept of transnationalism has been focused on "ethnic migrant groups" and the social, political, economic, and cultural links they maintain between multiple nation-states simultaneously (Glick Schiller, Basch, and Blanc-Szanton 1992; Crang, Dwyer, and Jackson 2003; Tsakiri 2005; Airriess and Miyares 2007; Li and Teixeira 2007) . Recently, geographers have emphasized that transnational space is more than just the connections maintained by ethnic migrants with home countries; instead it is multi-inhabited and multidimensional (Crang, Dwyer, and Jackson 2003) . Migrant groups are just one part of intricate webs of power, significance, and meaning that span the boundaries of multiple nations and include traveling employees, tourists, international companies, and transnational agreements and organizations (Bailey et al., 2002; Crang, Dwyer, and Jackson 2003; Crewe 2003; Smith and Bailey 2004) . This transnational space occurs in sociocultural realms (e.g., Nowicka 2006 , Mato 2008 , political realms (e.g., Featherstone 2007 , Matsuzato 2009 , Lampert 2009 , and economic realms (e.g., Jones 2008 , Rice 2009 , Yeung 2009 ). Most often, transnationality exists within and affects all these realms simultaneously. The primary argument is that transnational space does not refer simply to migrant communities, but rather to a complex network of economic movements, cultural representations, political fights, and societal redefinition. Accordingly, transnational space should be studied in a manner that considers its complexity. Crang, Dwyer, and Jackson (2003) suggest that commodity culture is a particularly effective lens through which to examine transnational space. Geographers have looked at commodity movement and the companies involved in that movement to understand their impact on creating and maintaining migrant transnational connections (Bailey et al., 2002) , identity and difference (Chua 2004, Dwyer and Jackson 2003) , and sense of place (Massey 1994) . Commodity networks also reveal "a power geometry" and who controls movements and revenue from the movements (Massey 1994) . Appadurai (1986) suggests that commodities reveal meanings, which in turn reveal cultures and social contexts. He states, "we have to follow the things themselves, for their meanings are inscribed in their forms, their uses, their trajectories, " and "it is the things-in-motion that illuminate their human and social context" (Appadurai 1986, 5) . Culture is the creation of collectively accepted meanings, and commodities become the tangible objects of that meaning.
Food is a cultural artifact that groups use to identify themselves with a particular community or nation-state. Historically, food has been placebased, dependent on local ingredients and maintained through passed-on traditional dishes. Because of this, food is a meaningful representation of home. More recently, food has served an important role for transnational migrant communities attempting to maintain a connection with home. It serves as something familiar, emulates a sense of home, and functions as an act of tradition (e.g., Avieli 2005 , Law 2008 , Collins 2008 .
This research examines transnationalism as a multi-dimensional space made of a complex network of numerous actors. I approach transnational space through the lenses of cultural commodities, examining how food, serving as a cultural marker for migrant communities, creates transnational commodity networks with highly limited paths and carefully controlled movement.
Peruvians in San Francisco
Individuals born in Latin American comprise seven percent of the U.S. population and more than ninety percent of the population in particular counties (U.S. Census Bureau 2012, American Community Survey). Latin American migrants have congregated in particular locations, and these communities maintain a number of linkages to home countries in Latin America through remittances, travel, mailed commodities, correspondence, dual citizenship rights, and demand for commodities produced in the home country. Excluding Mexico, migrants from Central America and South America each comprise approximately two-and-a-half million individuals in the U.S. (U.S. Census Bureau 2007). Approximately 382,000 Peruvians live in the U.S., and they have similar distribution patterns within the U.S. to other Latin Americans, making them an ideal population segment to study.
Peruvians began emigrating out of Peru in significant numbers in the 1980s for economic and political reasons. During this time hyperinflation, debt restructuring, currency devaluation, and declines in export revenue greatly damaged the Peruvian economy, leading to a significant number of educated, middle-class Peruvians migrating to seek better employment. Also in the 1980s the rise of a leftist insurgency, The Shining Path, caused emigration particularly out of rural Andean areas into large cities and later abroad (Price 2007) . Peru currently has one of the highest emigration rates in Latin America (Takenaka, Paerregaard, and Berg 2009) . This is expected to continue, as seventy-five percent of Peruvian youths state that they aspire to emigrate in the near future (Takenaka, Paerregaard, and Berg 2009) . Currently, more than ten percent of Peruvians live abroad, sending home remittances and establishing transnational migrant networks (Morales 2007 For Peruvian food consumption in restaurants, the defined study area is a five-square-mile section of downtown San Francisco with the highest density of Peruvian restaurants within the urbanized area. The borders of this study area stretch from California Street in the north to 30 th Street in the south, and from Castro Street in the west to Hwy 80/Hwy 101 in the east, and include ten restaurants that participated in the research (Figure 1 ). While Peruvian restaurants are concentrated in downtown San Francisco, Peruvian migrants' homes are in the surrounding areas, particularly in the San Mateo, Santa Clara, Alameda, and Contra Costa Counties surrounding the San Francisco Bay. For this reason, interviews with Peruvians who regu- larly cook traditional Peruvian food at home were selected using a snowball sampling method within these four counties.
The research involved extensive interviews with ten chefs/owners and ten home cooks, discussing (1) what ingredients or food items are important elements of traditional Peruvian food dishes regularly made by Peruvians in the study area, (2) where Peruvians in San Francisco obtain these items, and (3) the importance of traditional food to Peruvians in San Francisco. I then used three primary data sources to trace the selected food items from the point of consumption through the transnational network-interviews with representatives from importing companies, company website examinations, and online database querying using PIERS Global Intelligence Solutions, which offers detailed reports on every container shipment imported into the U.S. I accessed three months of data from the PIERS database: July, August, and September 2009. This data provided me with container numbers, which I used to track exact shipment routes.
Commodity Networks
The most common food items cited by interviewed chefs and home cooks are aji peppers, corn of various types (maiz), yellow potatoes (papa amarilla), cassava root (yuca), Inca Kola (a Peruvian soda pop), and pisco (a distilled grape brandy). Here I analyze the transnational networks created by the demand for these items in San Francisco in three sections: (1) packaged food items, which includes aji, maiz, and papa packaged and transported in frozen, canned, and dried forms; (2) Inca Kola; and (3) Pisco. Cassava root is not examined in this article because, although it did originate in South America, it is currently grown and consumed in numerous locations and cultures around the world, with only a fraction being grown or consumed in Peru (Phillips 1982) . Additionally, it is served as a side dish, not a central item, with Peruvian meals.
Packaged Food Items
Aji are Peruvian chile peppers. These are the "DNA of Peruvian food" (Finz 2008) , providing flavoring, decoration, and substance to almost all dishes. Of the twenty chefs and home cooks interviewed, all listed at least one type of aji. Aji was one of the few ingredients that interviewees stated could not be substituted with ingredients grown locally. Rather, they argued that aji has a unique flavor that cannot be replicated by other chiles or spices and, because it forms the basis for the Peruvian palate, it cannot be left out. Aji peppers are purchased whole by the interviewees in a frozen, dried, or canned form or in a canned paste form. None of the chefs or home cooks purchases aji in a fresh form.
Maiz morado, a purple corn used for the popular non-fermented drink chicha morado, was listed by ten of the interviewees; and Maiz cuzco gigante, the large-kernel corn popular in many Peruvian dishes, including ceviche and anticuchos, was listed by seven of the interviewees. Papa amarilla, a yellow potato, was listed by six interviewees. The research subjects purchase the corn and potatoes in frozen and dried form.
Interviews and market visits identified four companies as providers of these primary Peruvian food ingredients in pre-packaged form to San Francisco: Amazonas Imports Inc., headquartered in the Sun Valley neighborhood of Los Angeles, California; Peruvian Import Company Inc. operating with the brand Inca's Food and headquartered in Passaic, New Jersey; Mi Peru Products Imports, headquartered in Redwood City, California, just outside San Francisco; and Belmont International Trading Corporation, headquartered in Miami, Florida. These four headquarters are located in the four hubs of Peruvian migrants in the U.S.
Amazonas Imports Inc., operating since 1985, works with farmers in Peru via an agricultural consultant, ships the food via NYK lines to the Los Angeles port from which they truck it themselves to various locations around the U.S., and does not use a separate logistics company (Guillermo Veliz, Amazonas Imports, 9 October 2009, telephone interview; PIERS Online database). NYK Lines is a publicly traded company headquartered in Tokyo whose primary shareholders are Tokyo banks and insurance companies. NYK Lines manages real-estate investments, cruise ships, logistics services, and terminals, in addition to bulk and carrier shipments around the globe. Food from Peru boards a NYK container ship at Callao and travels directly to Manzanillo, Mexico, where it is moved to a new ship heading to Los Angeles (Figure 2) .
Peruvian Import Company receives its products already packaged from their partner company Importadora y Exportadora Doña Isabel, a fully owned subsidiary of Peruvian Import Company located in Peru. APL carries the shipments to the Port of New York, and then Peruvian Import Company transports them by pallet to distributors across the U.S. They use a logistics services company, Global International, which is headquartered in Jamaica, New York, to manage its shipping needs (Tania Quevado, Peruvian Import Company, 14 October 2009, telephone interview; PIERS online database). APL, known as American President Lines when it was founded in 1849, is now a wholly-owned subsidiary of Singapore-based Neptune Orient Lines (NOL), a global transportation company with primary activities in container transportation, terminal operation, and supply-chain management. Peruvian food, carried by APL boards at Callao, stops at Paita in northern Peru, and then Balboa, Panama, where it is transferred to a new ship, which travels to New York, making three to four stops on the way (Figure 2) .
Mi Peru Products Import, a small-scale import company founded in 2006, purchases its food from The Green Farmer SAC in Callao, Peru, ships it by Mitsui O.S.K. Lines (MOL) from Callao to Balboa, Panama, and then to Oakland, California (Figure 2 ), and uses logistics company Agra Services Brokerage to coordinate the shipment. The Green Farmer SAC is based in Callao, Peru, and sells packaged Peruvian food items to five companies in the United States and one in Spain. AGRA-Services Brokerage Co., based in Jamaica, New York, is a full import-export transportation company. Mi Peru uses Viper Transportation, a relatively small trucking company headquartered in Clayton, just outside San Francisco, to bring the food from the port to the restaurant (Will, Mi Peru Products Import, 26 October 2009, telephone interview). MOL, founded in 1884 and headquartered in Tokyo, has a geographical network through all seven continents and business ventures, including bulk, container, and car shipping, port operations, warehousing, road transportation, shipbuilding, marine/civil engineering, property management, insurance, and telecommunications. Their major shareholders are Japanese banks and insurance companies.
Belmont International Trading Corporation is a Peruvian-American partnership started in 2002. They support organic and sustainable farming in Peru, buying their food in fresh form directly from farmers in Peru, then processing and packaging it themselves at their factory in Lima, and shipping it to Miami using MOL. The container is shipped from Callao to Balboa, Panama, where it is transferred to a new ship, which transports it to Manzanillo and then Miami (Figure 2) . From Miami, Belmont International contracts with an unidentified trucking company to carry the products to San Francisco (Javier Payet, Belmont International Trading Corp, 14 October 2009, telephone interview). 
Inca Kola
Inca Kola, a sweet, golden, carbonated beverage, represents tradition, folklore, local pride, identification, and heritage for Peruvians. This is particularly true for Peruvians living outside of their home country. One Peruvian stated, "I developed a true emotional connection to this brand when I had to live abroad. Having a chilled [Inca Kola] in my fridge back in the U.S. was like having a piece of my country" (Carbo 2008) . It is common for Peruvians who meet abroad to share an Inca Kola as they swap stories and information about home (Alcalde 2009 ). This behavior is a representation of their Peruvian nationality and provides immediate connection with each other. Inca Kola first hit the market in 1935, produced by the Jose R. Lindley Corporation. In 1960, the slogan Inca Kola, la bebida de sabor nacional ("Inca Kola, the drink of national flavor") was developed. Now the popular slogan defines how Peruvians think of Inca Kola. It is the only national cola to outsell Coca-Cola in its own territory and is widely accepted as emblematic of Peru (Alcalde 2009 ).
However, the soft drink is solely a representation, or symbol, of homeland for Peruvians in the U.S. It does not represent any real connection between the two countries because it is owned, operated, and produced in the U.S. by the Coca-Cola Company and their bottlers. In 1999 Inca Kola entered into a partnership with Coca-Cola. Coca-Cola purchased half of the Inca Kola brand and approximately one-third of the parent company, Jose R. Lindley Corporation, for $300 million (Alcalde 2009 ). As part of the agreement, Inca Kola was granted exclusive bottling rights to Coca-Cola products in Peru, and Coca-Cola agreed to market and distribute Inca Kola in other countries. Prior to this time, Inca Kola had distribution centers in New York, New Jersey, Florida, and California (Lyman 1998 ), but U.S. sales before the merger were minor. After the strategic alliance was negotiated, Coca-Cola took responsibility for marketing, producing, and distributing Inca Kola in the U.S.
The syrup used for Inca Kola in the U.S. is developed by Coca-Cola, headquartered in Atlanta, Georgia, and then sent to Continental Food and Beverage Inc. in Clifton, New Jersey, to be manufactured and distributed. Continental Food and Beverage has bottling plants in northern and southern California, where they produce the Inca Kola that is sold in San Francisco. They sell to distributors, who in turn sell directly to restaurants, Latin American markets, and large stores including Restaurant Depot, a food service wholesaler headquartered in New York with stores around the U.S. (Randy Berman, Continental Food and Beverage Inc., 1 February 2010, telephone conversation).
The production and sale of Inca Kola in the U.S. is kept separate from its production and sale in Peru. The products produced by the Coca-Cola Company and Continental Food and Beverage Inc. are not exported to Peru, nor are those produced by the Inca Kola/Coca-Cola partnership in Peru imported to the U.S. Some interviewees claimed that different ingredients are used to make Inca Kola in the two countries.
Peruvians say that Inca Kola goes with everything, tastes better than other colas, and represents Peruvian nationality (Alcalde 2009 ). For nonalcoholic beverages, Inca Kola is the drink of choice to accompany any Peruvian meal. Because of its success in maintaining higher market share in Peru than Coca-Cola, Inca Kola seems to represent for Peruvians the strength of their nation in the face of globalization. It proves Peruvians' loyalty to national products and Peru's ability to compete with powerful transnational corporations. For these reasons, Peruvians in the U.S. purchase Inca Kola on a regular basis. Ironically, Inca Kola is owned by a U.S.-based multinational conglomerate that represents the epitome of globalization and Westernization. Therefore, Inca Kola only symbolically represents homeland for Peruvians abroad and is not a tangible connection.
Pisco
Pisco is a brandy distilled from Quebrenta or Muscat grapes in the wine producing regions of Peru and Chile. The two countries have disputed the place of pisco's origin, but Peruvians believe it originated in the region surrounding Ica, 150 miles south of Lima, Peru. Pisco is seen as a symbol of pride, and pisco sours are considered the national drink. Peru's exports of pisco have increased dramatically over the past decade, from $83,642 in 2002 to $1,371,842 in 2009 (Conapisco 2010) .
Restaurants in the study area (those that had licenses to serve hard liquor) obtain their pisco from two importing companies: Inca Gold and Sol de Ica. Inca Gold is a product of Inca Spirits, Inc., an importing company founded in Atlanta, Georgia, in 1999. Inca Gold pisco is produced in Ica and shipped to Charleston, South Carolina, using a variety of shipping lines. From there, pallets of the pisco are shipped to distributors throughout the U.S. by Old Dominion Freight Lines, a trucking company headquartered in North Carolina. In California, Inca Gold is distributed by Bock Wine and Spirits, based out of San Francisco (Walt Bauer, Inca Spirits Inc, 8 February 2010, personal e-mail) .
Sol de Ica is produced by the company Bodegas Vista Alegre SAC, located in Ica, Peru. Founded in 1857, Bodegas Vista Alegre has offices in Lima, but their manufacturing occurs in Ica. Sol de Ica did not respond to efforts to contact them during this research; however, they did import shipments of pisco into the Port of Los Angeles during 2009 (Comisión Nacional del Pisco 2010).
Three home cooks reported pisco as a primary Peruvian food item. Each of them purchased their pisco at Beverages and More, an alcohol beverage lifestyle store first opened in 1994 and now operating 100 stores in California and Arizona. Beverages and More carries two brands of pisco, Pisco Capel Reservado and Alto Del Carmen, both owned by the Chilean company Capel. Capel is the pisco brand most consumed in the U.S., selling 15,000 cases per year (Wilson 2009 ). Beverages and More occasionally carries other pisco brands, but the supply is limited, infrequent, and unreliable. The home-cook interviewees stated that because of this, they are often unable to find pisco produced in Peru. In this research, chefs purchase pisco directly from importing companies and are careful to obtain only Peruvian pisco, while home cooks purchase pisco from Beverages and More and can often find only Chilean brands. This is frustrating to Peruvian migrants in San Francisco because the conflict between Peru and Chile means that Chilean pisco does not serve as a representation of Peruvian identity.
Access to Peruvian pisco is limited for Peruvian home cooks in the study area because of high price and lack of availability in stores like Beverages and More. In November 2009, the average price of a liter of Peruvian pisco in the U.S. was $10.32, contrasted with the average price of Chilean pisco at $5.61 a liter (Andina 2010). Very few restaurants in the area offer pisco, because they lack liquor licenses. But the restaurants that do sell pisco emphasize their use of Peruvian pisco. Price, ability to eat out, and location influence the research subjects' ability to access Peruvian pisco.
Implications
My research is an example of the way globalization occurs across scales, with local migrant communities creating global networks of food transportation; global networks impacting individual people in a specific locale (e.g., people who do or do not have access to particular food items); and particular people, companies, and cities controlling those global networks.
As in the example of this research, when people move to new places, they maintain connections to home largely through the use of cultural artifacts. They demand these cultural artifacts, which often have to be purchased and shipped from the home country, as in the example of Peruvian aji, maize, and pisco. As a result, commodities are produced and shipped abroad, and capital is generated in the form of revenue from the sale of these commodities. Some of this capital may return to the location where the commodity was produced, or it may detour to a number of "middle-men" such as shipping companies, inspection companies, brokers, or marketers. The result of all this movement is a complex network of cultural, economic, and political connections across nations and, more generally, across space. As discussed in the upcoming paragraphs, Peruvian migrants in San Francisco desire Peruvian food primarily as a way of identifying with their home country, and this desire has led to the creation of Peruvian restaurants and Peruvian food import companies within the U.S.
When home cooks are asked why they cook traditional Peruvian dishes, their answers can be grouped into four primary categories: (1) nostalgia and memories, (2) taste, (3) for their children to experience, and (4) to keep Peruvians together and connected to home. One interviewee stated that she cooks Peruvian food to "bring memories back. Having a familiar taste in your mouth makes you remember about family gatherings back home. It reminds us of our culture and traditions. " Another said, "Well it's just part of us. Ever since we moved to the U.S., I cook Peruvian food ninety-five percent of the time. It makes us still be attached to our roots. " Even though taste preference may not seem like an act of identifying with your home, taste is a learned sense that is highly correlated to the preferences of the people one grew up with and the food and other cultural items one was exposed to, and therefore it reflects a culturally taught preference.
Since the 1980s when the emigration of Peruvians out of their home country rose significantly, four areas in the United States have developed a large population of Peruvian migrants and have simultaneously become home to a Peruvian food merchant: Amazonas Imports in Los Angeles, Peruvian Import Company in New Jersey/New York, Mi Peru in San Francisco, and Belmont International in Miami. It appears that the companies were established in response to Peruvian immigrants in the United States. In support of this postulation, Peruvian Import Company's website states "the company was created…due to popular demand among Peruvian immigrants for their nostalgic cuisine. " Between 1978 and 2009, more than fifteen Peruvian restaurants opened in San Francisco. According to the interviews, restaurants opened before the mid-1990s had primarily Peruvian customers when they first opened. Restaurants that opened more recently (since 1997) were focused on providing an exotic cuisine experience to long-time residents of America or tourists. A recent, dramatic increase of Peruvian restaurants opening worldwide has shown that the desire to bring Peruvian food to the masses is not unique to San Francisco (Parseghian 2009 ). Despite the non-Peruvian customer base of newer restaurants, they are still owned by Peruvians and their chefs are Peruvian. Therefore, these restaurants, the food they purchase from Peru, and the networks created to transport the food to San Francisco are still a result of the foreign-born Peruvian population in the U.S.
These examples demonstrate the demand for Peruvian food items in the United States by the Peruvian immigrant population and the resulting economic networks created to meet this demand. These networks do not occur at random, however. Rather, they follow specific paths dependent on centers of capital and power; physical geography of ports, natural resources, and barriers to transportation; and available transnational shipping routes. Additionally, the control of these networks is limited to a few, select companies, and the resulting revenue benefits a select few.
"The phenomenal increase in global financial flows is the most significant development in the [modern] world economy" (Singh 2000, 1) . Not only have international financial flows increased, but the character of these flows has changed. Capital flows controlled by private companies now dominate the total financial flows to developing countries at a rate of more than eighty percent of total flows (Singh 1999, 13) . This trend is reflected in this research, which shows that the movement of Peruvian food to San Francisco, as well as its production in Peru, is controlled entirely by privately owned companies primarily based in the U.S. These privately managed flows can contribute to domestic economic complexities and financial instability between nation-states (Singh 1999, 139-140) . In addition, they change the political field as transnational corporations and organizations have risen to a place of importance along with nation-states as policy makers and political actors (Singh 1999, 143) .
In addition to being controlled by privately owned companies, globalization of finances is spatially uneven. It has developed primarily among wealthy countries, and more specifically between large, wealthy cities (Obstfeld and Taylor 2004, 230) . The companies importing and selling Peruvian food are headquartered in large U.S. cities: New York, Miami, Los Angeles, San Francisco, San Jose, and Atlanta. Each company is privately owned, so profit is kept by the owners and remains primarily within the cities. According to interviews, approximately thirty percent of revenue is spent on administrative and operating costs almost entirely within the cities where the headquarters are located, twenty percent is spent on shipping and logistics companies, forty percent on manufacturing, and ten percent is profit (Tania Quevado, Peruvian Import Company, 9 February 2010, e-mail communication; Guillermo Veliz, Amazonas Imports, 11 February 2010, e-mail communication) . The shipping companies identified are MOL, APL, and NYK. MOL and NYK are publicly traded companies in Tokyo whose primary shareholders are Tokyo-based banks and insurance companies. APL is a subsidiary of Neptune Orient Lines, which is publicly traded and headquartered in Singapore. The logistics companies, Agra Service Brokerage and Global International, are based in New York.
The money spent on manufacturing is split between the processing/ packaging company and the farmers. In the case of two of the four packaged food companies, the U.S. importing company also owns the plant in Peru. So a significant amount of the revenue spent on packaging and producing in Peru still flows to U.S.-based companies, albeit the physical location is in Peru. The majority of revenue produced by the network ends up in large U.S. and Asian cities. Some of the revenue does reach Peru; however, it is likely that a large portion of this revenue remains in Lima, the largest city in Peru (its population is nearly 8,000,000), and that very little is distributed to the rural areas where farming occurs. And in the case of Inca Kola, all revenue remains within the U.S., as it is produced and controlled 100 percent by Coca Cola and Continental Food and Beverage Inc.
In this research, the networks were also constrained by physical geography, particularly the Panama Canal, which has resulted in a significant amount of economic activity and international involvement in Panama. As shown in this article, networks bringing Peruvian food to San Francisco and circulating the resulting revenue are very limited, occurring between a few large cities that monopolize the economic activity, innovation, and population of the world, proving Richard Florida's description of a "spiky world" (2008) .
On a final note, none of the interviewees maintained the strong cultural distinctions of food in the U.S. that are maintained in Peru. In Peru, food is differentiated by whether it is Indian (Incan), mestizo (fusion of Incan and colonial influences), or criollo (Spanish influence). Additionally, cuisine is regionally based, with specific dishes for the coastal, highland, and jungle regions. For example, on the coast of Peru, ceviche and seafood is common; in the Andes, alpaca, guinea pig, and trout are primary food ingredients and stews are popular dishes; and in the jungle, river fish, turtle, and tropical fruits comprise the main meals (Parseghian 2009 ). However, the interviewees in San Francisco emphasized that Peruvian food is a "fusion food" and did not make a distinction between the separate types of Peruvian cuisine. This suggests that while living abroad, migrants may sacrifice the specific social or regional context of their cuisine in order to participate in a national cuisine that represents them as Peruvians. While localities contributed to identity through selection of specific foods in Peru, in the U.S. Peruvians simply want to maintain their "Peruvian-ness. " This likely occurs in migrant communities all around the world; while abroad, nationalities become of greater importance than localities.
Conclusion
The networks transporting Peruvian food to San Francisco confirm a connection between immigrant populations' demand for traditional food and an increase in complex transnational networks. This connection is not limited to the food network between Peru and San Francisco. Rather, this phenomenon is occurring all around the world as migrant populations increase and their demand for products from their home country creates intricate, multifaceted system of links and connections between various countries, companies, and commodities. The world is increasingly covered with interconnected transportation routes carrying a multitude of products and interacting with a large number of actors, including nation-state governments, international organizations, privately owned and publicly traded transnational companies, and individuals. These economic networks are often, though not exclusively, a result of cultural demands from people who have moved to new locations and are negotiating their identity in a new place.
The research demonstrates how local-scale decisions have global ramifications, in this case through food consumption patterns and resulting capital flows. These capital flows occur at a global scale but only through very limited routes. The routes are constricted by physical geography and centers of wealth and political power. Because of the high cost of air transportation and the absence of a continuous overland transportation route, Peruvian food is transported to San Francisco by ship. In order to get to the east coast of the U.S., ships must either go around the tip of South America or through the Panama Canal, a more direct and safer route. Therefore, most shipments stop at Balboa, Panama. Panama, because of its physical geography as a narrow segment of Central America, has become a central shipping harbor and port with significant control over global shipments and the ability to benefit from the shipments. Simultaneously, the Panama Canal has led to significant investment and influence over Panama by wealthy countries, including the U.S. The Panama Canal is not the only way that control and benefits of networks are limited; relatively few centers of wealth and power possess almost entire control over these networks. Owners of importing companies, shipping companies, and logistics companies are all located in large cities in wealthy countries-Japan and the U.S., most notably. Because control of these transportation networks, and access to the business associated with the networks, is concentrated in wealthy, urban areas, hundreds of smaller cities and rural areas are completely left out of the growing economy. These places are valleys overlooked by spikes of innovation, wealth, and power (Massey 2005 , Florida 2008 ). While capital moves on a global scale, its movement is spatially constricted.
Finally, this research also suggests that people have limited or varying access to the global networks that move goods and capital around our world today. A person's wealth, position, race, or gender may affect his or her access to things produced in distant spaces. This research shows that many Peruvian home cooks in the San Francisco area have limited access to Peruvian pisco, despite its popularity in the U.S. Because of a conflict between Peruvians and Chileans over which country pisco originated in, Peruvians do not like purchasing Chilean pisco. To them, the place of production is as important as the product itself. It is the fact that the pisco was produced in Peru that makes it a meaningful cultural artifact. Yet because of cost and distribution networks, they often have no choice but to purchase Chilean pisco or no pisco.
